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Abstract 
Advertising is one of the most popular kinds of marketing strategies. Companies can apply media advertising to promote product 
to their customers. Media advertising is usually through three different types of media such as TV, Internet and print. This paper 
concentrates on the impact of media advertising on proton sales. Also other researches on the effect of media advertising on 
people and different type of products will be studied. The main objective of this research is to investigate that if the media 
advertising have a significant impact on proton sales and to find out which type of media advertising is the most effective in 
proton sales. The method of this research is quantitative and data which used is primary data. Data were collected by distributing 
questionnaires among three hundred eighty two proton consumers in Malaysia. The scope of this research is a proton customer 
service centre in the Klang-valley area. The data set includes all types of media advertising as a short term investment in Proton 
Company. The result of this research shows that customers are more influenced by online advertising followed by television 
advertising and print advertising. However, this research investigates that all three types of media advertising have a significant 
impact on proton sales. The findings proposed some significant of implications which may support advertisers to produce 
enhanced local ads and offers some explanations to apply media advertising efficiently. 
© 2014 The Authors. Published by Elsevier B.V. 
Selection and/ peer-review under responsibility of Academic World Research and Education Center. 
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1. Introduction 
 
Adjuggler (2008) mentioned that there are several ways to enhance selling ratios. Also Riley (2012) identified 
that regional markets offer a logistical advantage of contiguity, rather than an expertise in the range of products that 
Oregon produces. Tellis (2009) stated that media advertising has a significant impact on spectator’s consideration, 
judgment, preference and approach. Miller (2012) claimed that audiences will see at minimum 100 to 1000 media  
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advertisements from several sources daily. According to Clow and Baak (2007), traditional media are saturated with 
advertising to promote products. At this time, the internet is playing an essential part in our lives. Advertisements 
can be placed in any type of media; television, print and internet. Sinombiaka (2012) mentioned that Proton had 
spent over Ringgit Malaysia 500 million on R&D projects and activities to increase their selling ratios. Also, he 
mentioned that Proton made the decision to doubling its total sales amount to 300,000 items by 2010. According to 
Hadadi and Almsafir (2013), proton needed to reach previous popularity among the Malaysian people to encourage 
them to purchase from a national market instead of buying from global market. Advertising on proton cars has some 
obvious problems. The most important problem is that it is not obvious which kind of media advertising is effecting 
on which kind of proton cars. On the other hand, it’s very essential for proton to recognize which kind of media 
advertising is an unproductive way of media advertising for proton. The main objective of this research is to 
investigate if the media advertising has a significant impact on proton sales. According to Hadadi and Almsafir 
(2013), typically media advertising is so exclusive. For Several companies advertising is a type of investment and 
for others is a type of outflow. This research would be supportive for the Proton Company to find out which kind of 
media advertising is more operative in proton sales. There is not any paper related to this title and this is a benefit of 
this paper. As marketing financial plan is so limited and cannot support all kinds of media advertising, if proton 
knows which one is most operative on which type of products, then they can capitalize in that type to reach better 
results. 
 
2. Literature review 
 
2.1. Proton Sales 
 
According to Lim (2012), the most important and significant goal of the automobile production advertising in 
Malaysia is created the limitation of imports, dropping expenses in imported businesses, the origin of occupation 
and the enhancement of the developmental state. Hazel (2006) mentioned that the Malaysia government used high 
tariff to protect its domestic automakers to control the majority of the local market. Recently the tax deductions and 
cash rebates for the individuals on purchasing first new national cars are no longer in practice; it shows that the 
impact of the demand on national car has been declined. Shafie (2009) claimed that advertising is affecting on 
making results from a revenue model of prices, time expenses, management charges and revenue sharing. Hadadi 
and Almsafir (2013) claimed that online advertising has a significant impact on proton sales. 
 
2.2. Media Advertising 
 
Silverman (2012) stated that marketers are playing a significant role to consider which kind of media advertising 
are replacements, relates to the unbiased competition between appropriate media characteristics and advertisers’ 
purposes and is facilitated by advertisers’ personal favourites and awareness. According to Ratliff and Rubinfeld 
(2010), there are some different kinds of media advertising and many different devices are available within each 
class and level of media advertising. Baron and Sissors (2010) emphasized that several types of media advertising 
have different effects. Effectiveness and usefulness of media advertising depend on the creative quality. Bajpai, 
Pandey and Shriwas (2012) suggested that customary advertising methods involve print and television advertising. 
Online advertising had already left behind television as the main advertising market.  
Osman and Rahim (2012) found that Malaysian advertisements are adjusting the local user values standing and 
the worldwide customer values standing is rather than the external customer values locating, in the television 
advertising theories. According to Baron and Sissors (2010), television is the traditional media that most people 
focus on its primary. Pham et al. (2007) suggested that TV advertising can be seen by lots of people and has a high 
impact because it profits from visuals and sound features. Bruneau (2010) recognized that most advertisers prefer to 
convert presented TV advertisement into digital format and use them for their online video commercials.  
Miller (2012) offered some selected consequences that online advertising is always the greatest method as it has 
dissimilar categories with diverse skills and newly has improved enormously and societies are fortified by network 
more than in the past. Hadadi and Almsafir (2013) found that among different types of online advertising, proton 
website and social network advertisement have a significant impact on improving proton sales. According to 
Lindstädt and Budzinski (2012), a lot of firms have extended their marketing expenses to online advertising. Barroso 
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and Liobet (2011) recognized that online advertisings are the lowest-priced and the most dominant kind of expertise 
where by several media advertisers charming consumers. Sissors and Baron (2010) suggested that online advertising 
can be effective for high cost products such as automobiles, travel services, electronic systems and monetary 
services. According to Hadadi and Almsafir (2013), online advertising types contain portals, search engines, 
websites and blogs , social media, video, YouTube, email and e-Commerce.  
Swain and Source (2008) found that some of Malaysian people still don’t have enough information about how to 
work with the internet. Conversely, print advertising has reputation among all Malaysian citizens especially those 
who are not familiar with the internet. Silverman (2012) claimed that among different types of advertising in 
Malaysia, the newspaper had more opportunity for growth and more popular in the country, with portions of 54% 
and with a progress of 8.3%. According to Bruneau (2010), print advertising can be helpful in people’s free time. 
Swain (2008) found that recently print trade companies has been suffering bankruptcy. Robert, Bakker and Picard 
(2008) stated that one of the most important explanations for declining print advertising revenue is the growth of 
online advertising. 
 
3.  Methodology 
 
This paper will investigate the relationship between different types of media advertising and proton sales. 
According to the literature review, the following hypotheses have been developed: 
H1: there is a significant relationship between media advertising and proton sales. 
      H1a: there is a significant relationship between Television advertising and proton sales. 
      H1b: there is a significant relationship between online advertising and proton sales. 
      H1c: there is a significant relationship between print advertising and proton sales. 
H2: media advertising has a significant impact on proton sales. 
      H2a: television advertising has a significant impact on proton sales. 
      H2b: online advertising has a significant impact on proton sales. 
      H2c: print advertising has a significant impact on proton sales. 
 
After this, to examine these hypotheses, this research adopts a fully survey questionnaire. The method of this 
research is mono method which employs questionnaire as a single quantitative data technique. According to 
Sekaran, Delahaye and Cavana (2001), quantitative research method has a positivism research concept. This 
research is explanatory to establish the relationship between variables. According to Sekaran, Delahaye and Cavana 
(2001) the questionnaire of this research was distributed in the proton service centre among 382 proton consumers 
who purchased proton cars in 2012 and 2013. 
 
4.  Findings  
 
4.1 Reliability 
 
At the first stage the reliability was investigated through Cronbach’s Alpha test, analysis for the proton sales 
(PS), television advertising (TA), online advertising (OA) and print advertising (PA) was carried out respectively. 
The results of Cronbach’s Alpha for all variables respectively, are: 0.729, 0.867, 0.853 & 0.852. According to 
Creswell (2012), the results should be not less than 61% to be acceptable. So in this research, the results of all 
variables are generally in acceptable and standard limit. These results mean that data and variables are reliable. 
A simple regression analysis revealed an affects at all variables between independent variables (TA, OA, PA and 
MA) and Dependent Variable proton sales. The overall effects between the variables was R Square= 0.146, which 
means that just 14.6% of the dependent variable explained by independent ones. 
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Table 1. Regression Model 
Model R R Square Adjusted R Square Std. Error of the 
Estimate 
1 .383a .146 .140 . 50969 
a. Predictors: (Constant), MA, PA, OA, TA  
b. Dependent Variable: PS 
Source: SPSS Software 
 
 
 
4.2 Correlation Coefficient Results 
 
To determine whether the dependent variable (PS) and independent variables (TA, OA, PA and MA) are linearly 
correlated, this research can calculate the Pearson correlation coefficient in order to define its magnitude. According 
to the table 2, this study can claim that for the PS and TA, the estimated Pearson product-moment correlation is 
0.200 implying a positively correlated relationship with a magnitude of 20%. To determine whether the correlation 
coefficient is significant, the p-value is less than 5% (p-value<0.05). As a result, there exists a relatively weak 
positive relationship between PS and TA. Also, this study can claim that for the PS and OA, the estimated Pearson 
product-moment correlation is 0.308 implying a positively correlated relationship with a magnitude of 30.8%. To 
determine whether the correlation coefficient is significant, the p-value is less than 5% (p-value<0.05). As a result, 
there exists a relatively positive relationship between PS and OA. Also, this study can claim that for the PS and PA, 
the estimated Pearson product-moment correlation is 0.183 implying a positively correlated relationship with a 
magnitude of 18.3%. To determine whether the correlation coefficient is significant, the p-value is less than 5% (p-
value<0.05). As a result, there exists a relatively very weak positive relationship between PS and PA. 
 
Table 2. Correlation Coefficient Results 
 PS TA OA PA 
PS 
Pearson Correlation 1 .200** .308** .183** 
Sig. (2-tailed)  .000 .000 .000 
N 382 382 382 382 
TA 
Pearson Correlation .200** 1 .100 .268** 
Sig. (2-tailed) .000  .051 .000 
N 382 382 382 382 
OA 
Pearson Correlation .308** .100 1 -.024 
Sig. (2-tailed) .000 .051  .635 
N 382 382 382 382 
PA 
Pearson Correlation .183** .268** -.024 1 
Sig. (2-tailed) .000 .000 .635  
N 382 382 382 382 
Note, *, **, *** the significant level at 1%, 5% and 10%. 
Source: SPSS Software 
 
4.3 T Test Results 
 
For testing hypotheses this research used correlation coefficient and regression analysis. The following 
hypotheses have been developed: 
 
H2a: Television advertising has a significant impact on proton sales. 
According to the table 3, for this hypothesis the value of (t) is significant statistically at a significance level of (1%), 
which is a function of the confidence level of (99%) thus more than the confidence level adopted in this study which 
is (95%), so this research reject the null hypothesis and accept the alternate.  
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H2b: Online advertising has a significant impact on proton sales. 
According to the table 3, for this hypothesis the value of (t) is significant statistically at a significance level of (0%), 
which is a function of the confidence level of (100%) thus more than the confidence level adopted in this study 
which is (95%), so this research reject the null hypothesis and accept the alternate.  
H2c: Print advertising has a significant impact on proton sales. 
According to the table 3, for this hypothesis the value of (t) is significant statistically at a significance level of 
(0.2%), which is a function of the confidence level of (99.998%) thus more than the confidence level adopted in this 
study which is (95%), so this research reject the null hypothesis and accept the alternate.  
 
 
Table 3. Correlation Coefficient Results 
Model Unstandardized Coefficients Standardized 
Coefficients 
T-value Sig. 
B Std. Error Beta 
 
(Constant) 1.974 .198  9.996 .000 
TA .091 .035 .129 2.596 .010 
OA .228 .037 .299 6.249 .000 
PA 
 
.113 
 
.036 
 
.156 
 
3.159 
 
.002 
a. Dependent Variable: PS 
b. Source: SPSS Software 
 
As media advertising was divided into three different types such as television, online and print advertising. So 
this research can conclude that there is a significant relationship between media advertising and proton sales. In this 
research, variable MA is the average of TA, OA, PA. 
H2: Media advertising has a significant impact on proton sales. 
According to the table 4, for this hypothesis the value of (t) is significant statistically at a significance level of 
(0%), which is a function of the confidence level of (100%) thus more than the confidence level adopted in this 
study which is (95%), so this research reject the null hypothesis and accept the alternate. In conclusion, Media 
advertising has a significant impact on proton sales. 
 
Table 4. Correlation Coefficient Results 
Model 
 
Unstandardized Coefficients Standardized 
Coefficients 
T-value Sig. 
B Std. Error Beta 
 
(Constant) 2.136 .190  11.229 .000 
MA .404 .054 .356 7.432 .000 
a. Dependent Variable: PS 
b. Source: SPSS Software 
 
5.  Research recommendations and limitations 
 
This study was focused on three main types of media advertising. However, each of these three major types has 
different popular kinds of advertising. Further investigation can concentrate on one of them and consider more about 
its effectiveness on the details. Also, online advertising has a significant impact on improving proton sales. Also the 
results of this research show that online advertising was linearly associated with the gender and income of the 
respondents. So future study can concentrates more about that to find creative ideas which may improve proton 
sales. On the other hand, the overall effects between variables was R Square= 0.14, which means that only 14% of 
the dependent variable explained by the independent variables. This result shows that there are more factors which 
may effect on proton sales and Proton Company cannot increase proton sales by just applying media advertising. So 
they should improve their quality and services as well to attract more customers. 
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6. Conclusion 
 
Based on the findings of this research, there are some key points that can be used to complete this paper. i) There 
is a significant relationship between media advertising and proton sales. Also media advertising has a significant 
impact on proton sales. Proton Company can imply media advertising to attract more customers and increase proton 
sales. By improving sales, Proton Company can earn more profit. ii) There is a significant relationship between 
television advertising and proton sales. Also television advertising has a significant impact on proton sales. iii) 
There is a significant relationship between online advertising and proton sales. Also online advertising has a 
significant impact on proton sales. iv) There is a significant relationship between print advertising and proton sales. 
Also print advertising has a significant impact on proton sales.  
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